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ABSTRACT 
How Instagram Make Commercials More Targeted 
Lei Guo 
Heather Foster, Supervisor 
 
 
The purpose of the study was to illustrate the features and developing trends 
of Instagram targeted ads. The study included content analyses of ten brands’ 
Instagram pages which were: Google, Disney, Coca-Cola, McDonald’s, Louis 
Vuitton, BMW, Nike, H&M, L’Oreal Paris, and Ikea. And the content analyses 
were based on Lasswell’s 5W Communication Model: Source, Message, Channel, 
Receiver, and Effect. Followers, posts, hashtags, and interactions with followers 
were accounted for during the research period.  
This research will help to explain the sharp rise in values for advertising on 
streaming platforms like Instagram, Facebook, and Twitter. By comparing 
Instagram ads and TV ads, the research will also open a door to the digitized and 
refined TV ads, which will probably serve to stop the current declining revenue of 
television advertising business. 
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CHAPTER 1: INTRODUCTION 
1.1 Introduction 
With the increasing use of Internet and mobile devices, online commercials 
are growing dramatically. Today, when people are overwhelmed by massive ad 
blitz, they want to receive a reprieve and view the advertisements they really need. 
Moreover, ineffective advertisements make marketing more expensive. There is a 
popular saying proposed by John Wanamaker who is a pioneer in marketing: "Half 
the money I spend on advertising is wasted; the trouble is I don't know which half.” 
(John Wanamaker, n.d.) For decades, this puzzle has been confusing millions of 
advertisers and marketers. They are eager to make ads more targeted and refined. 
As this increases, both consumers and marketers are satisfied. 
1.2 Background and Need 
The Internet and digital devices are changing audiences’ viewing habits, 
and making the advertising ecosystem more complicated. Statistics from eMarketer 
show people are spending less time watching television while more time viewing 
digital channels. Despite the consumers’ less time and other limitations of 
television, advertisers still prefer this media platform. Figure 1 showcases an 
obvious imbalance of viewing time and advertiser cost among different mediums. 
 
 
 
 
 
 
 
2 
Figure 1 Imbalance of Time Spent & Ad Spending 
 
Source: Verkasalo, H., (2015) 
 
The audience viewing time on digital channels is significantly longer than 
on other media, which is approximately 50 percent of all consuming time. Whereas, 
the market share of ad spending is only 28.2%. A 10% higher share of capital is 
spent on the television market, which is overvalued based on the 36.6% of total 
time consumption. The gap between the capturing time and advertising revenues is 
noticeable enough to show that the allocation of recourses is unreasonable.  
In addition to the concerns from advertisers, consumers are eager to see 
advertisements become more targeted. Age, occupation, gender, income and 
viewing habits were once the golden elements for advertisers and marketers to use 
for advertising strategies. However, the audiences have become more diversified. 
For example, digital devices once targeted male consumers, however, with the 
improvements in women's education and income, their demands for tablets and 
computers are no different than men’s (Mobile Behavior Report, 2014). In this 
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circumstance, the old segmentation criteria and marketing strategies would lead to 
failure. 
To eliminate the unreasonable allocation of resources, this revolutionary 
advertising, targeted advertising, has aroused wide interest, and Instagram is a 
pioneer. Targeted advertising is a result of significant improvements and changes 
in the ability to collect and process consumer behaviors and purchasing habits 
Information. The development of targeted advertising has passed through three 
stages (Li, N., & Li, A. 2010). It originates from geo-targeting (Freedman, 
Vutukuru, Feamster, N., & Feamster, H., 2005), which is based on the geo-location 
of a web user and delivers relevant advertising content to that user.  
The second stage of targeted advertising is based on the interest of web users 
(Li, N., & Li, A. 2010). For example, people search according to their interest. By 
using technologies such as cookies, advertisers can track the interest of users, and 
send advertising based on their interest. Currently, the targeted advertising has 
moved beyond the earlier stages and become behavior targeting (Li, N., & Li, A. 
2010).  The behavior-targeting advertising combines consumers’ searching habits, 
online behaviors, geo-locations, and searching histories to send advertisements to 
potential consumers (Li, N., & Li, A. 2010). In this circumstance, the 
advertisements received by consumers are customized and would finally solve the 
“advertising money wasted” puzzle.  
Targeted advertising brings a significant opportunity that new media 
companies and brand marketers cannot afford to miss. Currently, the major players 
in the market, such as Google, Facebook, Twitter, Tencent, and Alibaba all take 
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targeted advertising as an important part in their business plans. Among these 
players，Instagram shows the most robust development momentum, which can be 
seen from the company’s marketing strategy. Instagram was the fastest growing 
social network in 2015, and was estimated to have another 15% growth rate in 2016 
(Instagram, 2015). According to the estimation of eMarketer, the advertising 
revenues of Instagram will reach 600 million in the next two years, which will even 
surpass Google and Twitter (O'Reilly, L., 2015).  
Here is a brief introduction about Instagram. It was purchased by Facebook 
in 2010, and published its first sponsored commercial in 2014, which acquired 
200,000 likes in the first 24 hours (Instagram.com, 2014). The following picture 
shows the development path of Instagram since it started up. 
 
Figure 2 Development Path of Instagram 
 
Data Source: Instagram.com 
 
In this thesis, Instagram will be used as a case to analyze the features of 
targeted advertisements. Several outstanding brands on Instagram are chosen as 
 
 
5 
content to analyze the superiority of targeted commercials compared with television 
commercials. 
1.3 Purpose of Study 
A saying in advertising and marketing circles is that “money follows 
eyeballs”. In other words, advertisers will spend money on media that attract the 
most public attention. 
With the increasing ratings of digital ads, TV ad spending has dropped 3.5% in 
2015 while digital grows 17% (Ember, S., 2015). Currently, targeted advertising is 
moving at a high momentum, and has become an inevitable advertising format. As 
a rising star in the advertising field, Instagram is speeding up the movement of 
targeted advertising. According to Instagram’s business report, the next step is to 
offer action-oriented format advertising and enhance the targeting capabilities 
(Instagram for Business, 2015). In consideration of the fact that Instagram has 
hundreds of millions of young customers and relies on Facebook, Instagram has 
more advantages and potential over its competitors. Due to the above reasons, 
Instagram is chosen to be a research sample of this paper.  
By comparing Instagram targeted advertising with traditional television 
advertising, this paper is aiming to illustrate the features and developing trends of 
targeted advertising. It will help to explain the sharp rise in values for advertising 
on streaming platforms like Google, YouTube, Facebook, and Twitter. With the 
development of advanced software and data technology, targeted advertising will 
become streamlined. For advertisers, this means more efficient advertising 
campaigns, and more accurate capability to measure the ad effect. Based on the 
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“money follows eyeballs” theory, the streaming platforms have more reasons to 
convince the capital holders. 
The research about targeted advertising not only benefits the streaming 
platforms, but also opens a door to the digitized and refined TV ads, which will 
probably serve to stop the current declining revenue of television advertising 
business.  Shereta Williams, the CEO of Videa, an advertising technology start-up 
belonging to the Cox Media Group once said, the Internet was “an example of what 
can be done, but now it is going to TV as well” (Lohr, S. 2015, September 29). By 
saying this, he means that digital TV is on the rise. Just as targeted advertising on 
the web, TV is able to make ads target households and individuals. 
1.4 Research Questions 
 
According to the 5W Communication Model proposed by Harold Lasswell, 
the communication process consists of five basic elements: Source, Message, 
Channel, Receiver, and Effect (Muth, R., Finley, M., & Muth, M. 1990). In other 
words, the theory describes an act of communication by defining who said it, what 
was said, in what channel it was said, to whom it was said, and with what effect it 
was said. (Table 1) 
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Table 1 Lasswell’s 5W Communication Model 
Elements Explanations 
Source Who 
Message Say what 
Channel In which channel 
Receiver To whom 
Effect With what effect 
Source: Muth, R., Finley, M., & Muth, M. (1990). Harold D. Lasswell: An Annotated 
Bibliography. New Haven: New Haven Press. p. 19. 
 
Within the advertising field, the 5W model is quite significant. Each of the 
elements is critical to the analysis of advertising. To highlight the comparative 
attributes of targeted ads and television ads, this paper will be developed on the 
basis of the 5W model.  
Research Question 1:  
Which media platform attracts more advertisers: Instagram or TV? 
Research Question 2:  
What kind of format are Instagram ads using? How often do the brands post 
each format? And how successful is each format? 
Research Question 3:  
How do brands use the four types of targeted advertising provided by 
Instagram? How frequently do they use each one? How successful is each? 
Research Question 4:  
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How do Instagram and TV ads communicate with their audiences? Any 
what are the differences? 
Research Question 5:  
How do Instagram and TV measure the ads’ effect? Any what are the 
differences? 
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1.5 Definition of Terms 
Table 2: The List of Terms’ Definitions 
Terms Definitions 
Advertising As defined by the Advertising Association of the UK, 
“advertisements are messages paid for by those who send them and 
are intended to inform or influence people who receive them” 
(Advertising Association of the UK, 2009).  
TV ads Television advertisements are generally placed at breaks of TV 
programming, and convey specific sales pitches towards pertinent 
products or services. 
Targeted ads It is a type of ad that “are placed to reach consumers based on 
various traits such as demographics, psychographics” (Zabin, J., & 
Brebach, G. 2004), searching behaviors and buying habits, which 
can show “the proxy of potential consumers’ traits” (Zabin, J., & 
Brebach, G. 2004). 
Instagram Instagram is a photo and video-sharing online platform. 
Follower Followers are people who subscribe to your Instagram accounts. 
Hashtag Hashtag is represented by the symbol #. In most cases, hashtags are 
used to mark keywords or topics in online posts, so that users can 
get posts in a certain category by clicking on a hashtagged word. 
Post “To post something, first decide whether you want to share a status 
update or link, ask a question, or upload a photo or video” 
(Facebook Help Center, 2012).  
Like It is a way to engage the online users with the post publisher. With 
a single click, the Instagram users are able to show their 
appreciation or let the account owner know they’ve seen this post. 
Cookie A cookie is also called HTTP cookie, Internet cookie, or browser 
cookie, which is essentially a data package to store the users’ web 
browsing history on the Client Side. 
Community Community indicates to a group of online users sharing common 
interest, caring about similar topics, and interacting with each other 
online in a certain media platform. 
Influencer People who play as key individuals in online communities and 
influence over potential consumers can be called influencer. 
Carousel ad Carousel ads are newly launched in March 2015, which allow 
advertisers to present multiple pictures and links in one ad. Users 
slide around the pictures to watch carousel ads (Instagram for 
Business, 2015). 
Mass awareness ad By posting attractive photos, videos, and carousels on Instagram, 
Instagram drives mass awareness with an expansive gathering of 
users for guaranteed impressions and placement of the 
advertisements (Instagram for Business, 2015). 
Video views ad Instagram allows ordinary users to post 15-second videos, and 
advertisers to post 30-second advertising videos to tell the brands’ 
and products’ stories. (Instagram for Business, 2015) 
Clicks to website ad Advertisers on Instagram could create links ads to attract 
consumers to their website. The available ad formats include photo, 
video, and carousel. 
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Mobile app installs 
ad 
Instagram allows advertisers to use photos and videos to guide 
users downloading and installing their mobile applications. 
(Instagram for Business, 2015) 
Stickiness “Stickiness is anything about a Web site that encourages a visitor 
to stay longer” (Rouse, M., 2005). 
Return on 
Investment 
Simplified as ROI. In advertising field, ROI is used to measure the 
efficiency of the advertising investment cost. 
Click-through Rate Simplified as CTR. It is the ratio of online viewers who click the 
link to total viewers. It is a way of measuring the effectiveness of 
an ad campaign. (Click-Through rate, 2014) 
Cost per Mille Simplified as CMP, referring to the advertising cost per thousand 
views (Cost per Mille, 2009). 
 
1) Advertising— Advertising is a form of communication with the users of 
certain products or services. In most cases, the advertisements are viewed through 
mass media, such as newspaper, magazines, TV, radio, mail, new media like blogs, 
websites and etc. 
2) TV ads—Most TV advertisements are videos with 30 or 60 seconds in 
duration, so that they can impress the audience of relevant product or service, but 
not long enough to lose the audiences’ attention. 
3) Targeted ads—Targeted advertising is also called precision advertising, 
which is first proposed by Zabin and Brebach in their book Precision marketing: 
The new rules for attracting, retaining, and leveraging profitable customers.  
4) Instagram—Instagram users capture and edit photos and 15-second videos 
with their mobile devices and upload them to be shared with a network of followers 
(Instagram.com). Community has become the most important capital of Instagram, 
since the social interaction determines the user engagement. 
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5) Follower—“If someone follows you: they’ll show up in your Followers list, 
they see your posts.”  (Instagram Help Center, “FAQs about Following,” 2015).  
6) Hashtag— “ It was created organically by Twitter users as a way to 
categorize messages” (Twitter Help Center, “What Are Hashtags (“#” Symbols)?” 
2012).  
7) Cookie—Each online user has not merely one cookie; they can get as many 
cookies as the amount of websites they search (Barth, A., 2011). By using the 
cookies, online users get their unique identifiers on certain websites.  
8) Stickiness—An Instagram account is sticky only its visitors love to stay for 
a long time and prefer to return.  
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CHAPTER 2: LITERATURE REVIEW 
The literature shows that there are basically four directions of researches. In 
the first section, this paper will look into literatures about the basic theories of 
targeted advertising. The literature establishes the theoretical foundation of this 
study. In 1990, for the first time, American futurist Alvin Toffler proposed the trend 
that audiences were becoming segmented. In the book Powershift: Knowledge, 
Wealth and Violence at the Edge of the 21st Century, he predicted the development 
trend of contemporary news that mass audiences were gradually differentiating into 
groups for different interest and profit. (Toffler, A., 1990) 
In 1997, Joseph Tallo proposed the trend that audiences were becoming 
targeted. In his book Segmentation America: advertiser and the new media world, 
Tallo described the interactive relationship between advertising industry and media 
in a panoramic way. He also illustrated advertising was transforming from mass to 
targeted, and so do audiences. (Tallo, J., 2003) 
The most typical theory is the precision marketing concept proposed by the 
world-renowned marketing guru Philip Kotler. He first described the Internet’s 
influence on marketing in the tenth Edition of Marketing Management. And latter, 
in the twelfth edition Kotler adjusted the book and put Internet Marketing into a 
separate chapter. In September 2005, Kotler presented that the new trend of 
marketing was precision marketing. He deemed that precision marketing meant 
brand campaigns should be “more precise, measurable, and have higher return on 
investment” (Kotler, P., 2005). With precise marketing tools to achieve potential 
customers, companies can have more business opportunities. 
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The director of Precision Marketing Group, Jeff Zabin proposed 4R 
principles of the modern marketing in his book Precision Marketing. 4Rs indicate 
to right customer, right message, right channel and right time. 4R principle is a 
reinterpretation of classic 4P principle-product, place, price and promotion. Zabin 
also portrayed the evolvement of market segmentation. As he described in his book, 
market segmentation “evolves from simple demographics in 1950s”to“behavioral 
segmentation in 1960s, to psychographics data in 1970s”, to “customer loyalty and 
profitability in the 1990s” and to economic segmentation in the modern time (Zabin, 
J., 2004). From 1950s to 1970s, the researchers developed the concepts of 
segmented market and precision marketing, which laid the theoretical cornerstone 
for targeted advertising. 
Based on the market segmentation, targeted advertising is divided into 
different segmentation, such as demographics, psychographics, behavioral 
variables, and filmographies. These types of targeted ads are applicable to different 
operation methods. One representative article was addressed by Mark E. Temares, 
Alan B. Newman, Noor A. Menai in February 2008，Method and System for 
Purchase-based Segmentation. Purchase-based advertising or behavioral targeting 
is the most common targeting method used online. This article proposed the specific 
ways to improve the accuracy of segmentation such as “collecting clients’ data 
about purchasing behaviors, and applying statistical modeling techniques” 
(Temares, Newman, Meinai, 2008). Another article Improving Content-
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targeted Advertising Using Collected User Behavior Data stated the operation 
system of content-targeted ad. And this article was written by Yingwei Claire Cui 
in March 2011. In the content-targeted ad system, user behaviors such as selection 
and clicks, feedbacks such as conversations and comments play as triggers to target 
audiences (Cui, Y. C., 2011). Studies about methods and systems of each type 
targeted ads help to build the overall targeted advertising system. What the author 
does is also part of this work. 
The second category of research articles discusses targeted advertising 
development on major media platforms and specific promotion methods taken to 
operate targeted advertisements. 
At the moment, major platforms such as Google, Facebook, Twitter, NBC, 
and Turner are trying hard to improve their technology on targeted advertising 
system. However, this type of articles presents in very limited amount. And none 
of them states targeted advertisements on Instagram. Thus, the researcher 
determines to conduct the study about Instagram targeted advertising. It can help to 
enrich the conduction methods of targeted advertising and provide a good lesson 
for the improvement of television ads. 
As for the development of targeted advertising on media platforms, one 
representative research, New Metric System: Marketers Add High-tech Tools to 
Better Target TV Ads, conducted by Robert Marich was published in January 2012. 
This research stated television advertisers should take advantage of“new metrics 
such as set-top boxes, social-network websites and point-of-purchase consumer 
loyalty cards”（Marich，2012）. Methods above will help to track“return on 
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investment, program engagement, audience attentiveness, and program ‘stickiness’” 
(Marich, 2012). This research introduced each metrics very briefly, but proposed a 
valuable concept that television ad should improve the accuracy of targeting 
audience segmentation. 
Other digital media platforms such as Google, Facebook and Twitter play 
as big roles in this targeted advertising revolution. There was a report written by 
Kelly Cooper talking about commons and differences about targeted advertising on 
these platforms. This journal was called Digital Ads: How Facebook, Google, and 
Twitter Target Us, proposing specific ways to improve the accuracy of 
segmentation such as “collecting clients’ data about purchasing behaviors, and 
applying statistical modeling techniques” (Cooper, K., 2014). This article provides 
a good example for the author to develop analysis about Instagram targeted 
advertising strategy.  
In the third section, the author will focus on literature reviews about the 
economic effectiveness of targeted advertising on generating revenues and 
converting online users into buyers.  
For example, there is a journal paper, The Targeting of Advertising, written 
by Ganesh Iyer, David Soberman, and J. Miguel Villas-Boas in 2005. By using 
“equilibrium analysis of advertising and price competition”（(Iyer, Soberman, 
Villas-Boats, 2005), researchers found targeted advertising increases equilibrium 
profits. They demonstrated that target advertising led to higher profits, and targeted 
advertisements worked better than targeting pricing. Targeting Pricing is “a way to 
valuate at which price that a buyer will purchase a product” (Iyer, Soberman, Villas-
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Boats, 2005). This article helped to prove the economic effectiveness of target 
advertising in a scientific way. 
Another article, The Value of Behavioral Targeting, conducted by Howard 
Beales in 2010, measured the effect of behaviorally targeted advertising on 
advertising rates and revenues. This study revealed that targeted advertising helped 
to “achieve 2.7 times as much revenue as non-targeted advertising”, and is “twice 
as effective at converting users” into buyers as non-targeted advertising (Beales, 
2010). This study proved the practical effectiveness of targeted advertising in a 
quantitative way. 
Besides the analysis about operation methods and economic effectiveness, 
there are also literatures showing some concerns towards the targeted advertising. 
Since targeted advertising is based on profiles of audiences, experts worry that it 
may violate audiences’ privacy rights. To solve this problem, anonymity seems to 
be a good solution. However, anonymity causes click-fraud. Here are several 
typical articles illustrating the experts’ worries. 
In 2012, the Pew Internet & American Life Project conducted a survey to 
reveal people’s attitude towards targeted advertising, which showed “68% of the 
interviewees refused to be tracked and analyzed online by targeted advertisers” 
(Purcell, K., Brenner, J., & Rainie, L., 2012). If advertisers or platforms interpret 
online users’ web-searching behaviors and purchasing habits without getting their 
permission, their conduct would be taken as the infringement of people’s privacy. 
To better solve the privacy-violation problem, US researchers 
Elli Androulaki and Steven M. Bellovin presented this paper A Secure and 
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Privacy-Preserving Targeted Ad-System. In this paper, they defined “consumer’s 
privacy and present a privacy-preserving, targeted ad system, PPOAd, which is 
resistant towards click fraud” (Androulaki, Bellovin, 2010). The “scheme is 
structured to provide financial incentives to all entities involved” (Androulaki, 
Bellovin, 2010). 
The above literatures present targeted advertising’s theoretical basis, 
developing process, conducted methods, economic effectiveness and potential 
concerns. However, in second part of literature reviews, there are a few papers 
analyzing the performance and development of targeted advertising. And there is 
no article talking about targeted advertising on Instagram or interactive 
relationships between television ads and Instagram targeted ads.  It is probably 
because people were prone to focus on Facebook and Google when speaking of 
Internet ads or targeted ads. Few of them noticed the great potential of Instagram 
to accurately target audience groups. Also, Instagram recently finished the testing 
phase of its targeted ads in September, 2015 (Instagram for Business, 2015). Then, 
it began to attract capital from marketers in recent months, which also explains why 
there is no article analyzing Instagram targeted ads. 
A few researchers see the amplification of TV ads under influence of social 
media activities. Business Insider editor Cooper Smith shared in his paper, How 
Social Media Is Being Used to Amplify TV Advertising, that the relationship of the 
two was not totally contradictory. Currently, none of the articles has analyzed the 
relationship between Instagram ads and TV ads. That is where this article will fill 
up the research blanket. This research will show that TV ads and social media 
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marketing are not mutually exclusive. The author would focus on the relationship 
between Instagram ads and TV ads, and make detailed research about how 
Instagram promotes its targeted advertising.  
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CHAPTER 3: METHODOLOGY 
3.1 Purpose and Research Questions 
This study proceeded from a content analysis of the selected brands’ 
Instagram accounts. Instagram has claimed in its business report that it helps 
companies to launch more targeted advertisements, which will be able to change 
the long-standing traditional advertising model. Instagram now provides more 
effective means to attract targeted audiences, which are different from the 
traditional approaches used by TV ads. It is no longer necessary for advertising to 
reach the largest demographic possible, since targeted advertising is able to trace 
the most accurate audience group. 
Based on 5W model, the transmitting of advertising consists of five key 
elements: Source, Message, Channel, Receiver and Effect. To find the comparative 
advantages of Instagram targeted ads over TV ads, this study consists of five basic 
research questions: 
RQ1: Which media platform attracts more advertisers: Instagram or TV? 
RQ2: What kind of formats are Instagram ads using? How often do the 
brands post each format? And how successful is each format? 
RQ3: How do brands use the four types of targeted advertising provided by 
Instagram? How frequently are they using each one? And how successful is each? 
RQ4: How do the Instagram and TV ads communicate with their audiences? 
And what are the differences? 
RQ5: How do Instagram and TV measure their ads’ effects? And what are 
the differences? 
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To answer the research questions, data collected is also divided into 5 
separate sections: Source, Message, Channel, Receivers and Metrics. The purpose 
of gathering the data is to demonstrate that Instagram targeted advertising is more 
proficient in targeting audiences and bringing brand lift. Based on the 5W model of 
communication, this research aims to find the primary reason why targeted 
advertising is capable of attracting audiences more accurately than TV advertising. 
Meanwhile, this research illustrates the features of Instagram advertising that can 
help enlighten traditional TV advertisers in promoting their products and attracting 
consumers. 
3.2 Brands Criteria for Content Analysis 
In order to answer the research questions, ten brands from different 
industries are selected to make content analyses. The brands are Google, Disney, 
Coca-Cola, McDonald’s, Louis Vuitton, BMW, Nike, H&M, L’Oreal Paris, and 
Ikea. The brands are selected from The World’s Most Valuable Brands published 
by Forbes. According to Forbes, the most valuable 50 brands are from 15 different 
business industries. They are distributed as the following chart: 
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Chart 1 Distribution of Industries of World Top 50 brands 
 
 
Among the top 50 valuable brands, there are 13 technology companies, 6 
automotive companies, 5 consumer packaged goods, 4 financial services 
companies, 4 retail companies, 3 beverages brands, 3 media, 2 luxury brands, 1 
telecom company, 1 alcohol suppler, and 1 apparel seller. 
Since this research is conducted to compare the value of Instagram targeted 
ads with traditional TV ads, the first criterion for choosing brands is that they are 
running advertisements on traditional TV channels. Based on this premise, the 
author is able to compare the source, message, channel, audience, and metrics of 
ads on different platforms. 
13
6
5
4
4
4
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2
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1 1
1 1 1
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As mentioned before, the paper is to measure performance of the targeted 
ads and the methods used to create them. Thus, the second criterion to choose 
brands from this chart is that they should also operate brand pages on Instagram. In 
this top most valuable list, most of the companies except for some foreign-based 
companies maintain accounts on Instagram. 
In order to keep in accordance with the many variables, another 
consideration is to choose brands from as many industries as possible. Based on 
Forbes’ report, the worlds’ top 50 brands distribute in 15 industry fields. This study 
will first make a brief comparative analysis of their performance on TV and 
Instagram. Then, the author will choose 10 specific brands to make a content 
analysis to further analyze the specific conducted methods of Instagram targeted 
ads, and thereby, provide a lesson for TV advertisers. 
This study is conducted to find the advertising strategies of Instagram 
targeted advertisements, and provide a worthwhile experience for TV advertising. 
It is better to choose brands that conduct a high level activity on Instagram. One 
criterion for selection of brands is the number of its followers and the frequency of 
posts. Brands chosen all have more than 50 thousand followers and post at least 
twice a week. This is supplying the author sufficient number of cases to research 
Instagram brands and Instagram advertising strategies, implementations, and 
effects. This could set an example for TV ads’ digitalization and precision.  
According to these criteria, Nike is an exception. Although Nike only sent 
two posts in the established research period, the comments and likes received were 
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a phenomenon. Thus, Nike is also selected to further analyze the advertising 
strategy to target audiences. 
Based on the above-mentioned criteria, brands will be picked randomly 
from Appendix A, the world most valuable brands. This is to reduce bias and 
subjectivity as much as possible. Google, Coca-Cola, McDonald’s, Disney, Louis 
Vuitton, BMW, Nike, H&M, L’Oreal, and Ikea are ultimately chosen as the 
samples for content analyses. 
3.3 Data Collection 
Data collected could be divided into three separate parts: advertisers, 
advertising messages, and audiences. Data about advertisers will answer the first 
question: which media platform attracts more advertisers: Instagram or TV? The 
second part of data is about advertising messages. This section will answer 
questions about what kind of ad message or ad format performs the best. This 
section will especially focus on the ways that Instagram targets different audience 
groups, and finally, provide valuable experience for television advertising industry. 
The third section collects data about audiences. There are hashtags used in brand 
campaigns and keywords mentioned in audiences’ comments, which are collected 
in this section to answer questions about the different communication models and 
different metrics between Instagram and television ads. 
Section 1: Advertisers 
Before conducting content analyses of brands’ Instagram accounts, the 
initial suggestion was that Instagram accepted wider range of advertisers than TV. 
According to 5W model, the “Source” of advertising could be represented as 
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content generators and information publishers (Muth, R., Finley, M., & Muth, M. 
1990), as well as individuals who make user-generated content. To verify the above 
suggestion, data about the “Source” of Instagram and TV ads were collected.  
Section 2: Advertising Message 
The time slot for research was between October 15th and December 15th 
2015.  The Instagram accounts involved are Google, Disney, Coca-Cola, 
McDonald’s, Louis Vuitton, BMW, Nike, H&M, L’Oreal, and Ikea. All the above 
brands have Instagram accounts specifically targeting audiences in the United 
States. For example, H&M operates @hm and @hm_home to target audiences with 
different interest in apparels and household items.  
As for Instagram handles of each brand, Google is @google, which had 
approximately 1.1 million followers at the time of this writing 
(https://www.instagram.com/google/). Disney is @disney owning over 3.9 million 
followers (https://www.instagram.com/disney/). Coca-Cola is @cocacola, whose 
followers are over 1 million (https://www.instagram.com/cocacola/). McDonald’s 
is @mcdonalds having more than 1.1 million followers 
(https://www.instagram.com/mcdonalds/). Louis Vuitton has several specific 
accounts on Instagram like @lvmh_official and louisvuitton_mall. @louisvuitton 
is chosen as the official account mentioned in the brand’s official website, whose 
followers are more than 9 million (https://www.instagram.com/louisvuitton/). 
BMW is @BMW possessing 5.5 million followers 
(https://www.instagram.com/bmw/). H&M has @hm and@hm_home, and @hm is 
chosen as H&M’s Instagram handle for it showcases the overall products and 
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advertising campaign of the company, which has 12 million followers 
(https://www.instagram.com/hm/). L’Oreal is @lorealparisusa having more than 
701 thousand followers (https://www.instagram.com/lorealparisofficial/). Ikea has 
several Instagram accounts to target audiences from different countries, @ikeausa 
is chosen for the content analysis, having 541 thousand followers 
(https://www.instagram.com/ikeausa/). Nike is @nike owning 33.3 million 
followers（https://www.instagram.com/nike/）. 
The first research question in this section is how do brands make their 
advertising messages more attractive on Instagram. To answer this question, during 
the particular time period of conducting research, October 15th to December 15th, 
2015, posts gaining most likes or comments were recorded as the most engaging 
posts. Each top post was taken with a screen shot (Appendix C) and organized into 
a table (Appendix B) for later study. Messages listed in Appendix B include the 
exact post date and time, total number of likes and comments, captions of posts, 
with or without web links, with or without hashtags, and hashtag messages. Since 
Instagram doesn’t state either the exact date or time of updated posts, the website 
Iconosqure was introduced as an instrument. Iconosqure provides the free Snapchat 
to Instagram users, which displays the accurate date and time of all Instagram posts. 
In addition, to answer the research question how does each ad format: image, 
video, perform on Instagram, data including the ad format, posting frequency of 
each format ad, and number of likes and comments for each type ad format were 
collected. 
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Another research question showing in this section is how do brands use the 
four types of targeted advertisements provided by Instagram: mass awareness, 
video views, clicks the website, and app installs (Figure 4). The classification of 
each type ad is based on their definitions published in Instagram Business Report. 
It needs to further analyze the utilization frequency and performance of each type 
advertisement. Data was recorded between October 15th and December 15th, 2015. 
The post frequency of each type ad, and numbers of likes and comments were also 
recorded and organized into a table for data organization purpose.  All the 
abovementioned brand pages were checked once per day to conform to the 
designated time span of the content analyses. Each time the new post is uploaded; 
it will be classified and recorded into table. 
Section 3: Audiences 
In advertising, the target audience is most important element in advertising 
transmitting process, since advertisements are made to inform target audiences and 
transformed into purchasing actions. Traditional media like television carry out 
one-to-many broadcasting model, which means they are broadcasting the messages 
to the mass audiences in a single direction. However, with advanced interactive 
functions such as Likes, Comments, and Hashtags, Instagram is able to target 
different audience groups based on the audiences’ searching behaviors and buying 
habits, as well as communicate with each individual to get their feedbacks. 
This article will look into each brand’s Instagram account to do content 
analyses. Each brand’s Instagram account is verified on the brand’s official website, 
which contains links to the established Instagram page. Online users have the ability 
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to Follow, Like and Comment on posts sent by brands. Likes, Comments and 
Hashtags consist the data of Audiences for the content analyses. 
To answer the question how Instagram advertisers communicate with their 
audiences, each brand’s Instagram account would be viewed by the end of each day, 
around 9:00pm to 12:00pm. While browsing Instagram accounts, the hashtags 
mentioned in the post were recorded for the purpose of later study. The number of 
hashtagged (#) words were calculated through Instagram searching engine. Top 3 
Most-used Hashtags were recorded in Table 5.  
The number of keywords or frequently used words in comments were 
calculated with the help of a volunteer coder. The coder was given instructions for 
how to calculate the keywords mentioned from users’ comments from all sample 
brands’ Instagram accounts for the designated research time period (See Appendix 
E for the instruments). The collected data was later organized through the use of 
tables and figures, to display the research result. Top 5 Most-mentioned Keywords 
were displayed in Figure 5 and Appendix D.  
3.4 Data Analyses 
The time slot for research was between October 15th and December 15th 
2015. The Instagram accounts involved are Google, Disney, Coca-Cola, 
McDonald’s, Louis Vuitton, BMW, Nike, H&M, L’Oreal and Ikea. To answer the 
research questions, each brand’s Instagram account would be viewed before the end 
of each day, between 9:00pm and 12:00pm. Data collected refers to the Top Posts, 
Most-used Hashtags, Most-mentioned Keywords and four types of advertising 
formats provided by Instagram. Some of the data is shown clearly on Instagram 
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pages, for example, data about the posting date and time, post caption, the number 
of likes and comments. The author screenshot and recorded them into tables, which 
are Figure 4, Appendix A, B and C. Other data is not intuitive, such as the number 
of hashtags and keywords. A volunteered coder is asked to calculate the numbers 
of hashtags and keywords. The top 3 Most-used Hashtags and top 5 Most-
mentioned Keywords are recorded in Table 5 and Appendix D. All the 
abovementioned brand pages were checked once per day during the designated time 
span of the research.   
RQ1: Which media platform attracts more advertisers: Instagram or TV? 
 Prior to conducting the research about content analyses of brands’ 
Instagram accounts, the initial suggestions were that Instagram advertising was able 
to attract a wider range of advertisers than TV ads.  Research proves that Instagram 
is indeed a viable platform to attract more advertisers, not only monopoly brands 
and large companies, but also small and medium businesses as well as individual 
owned studios. Instagram attracts advertisers from fashion, sports, consumer goods, 
automotive, luxury, and other industries. In addition, the research looks into 
Instagram accounts of the world’s top 50 brands. Except for some foreign-based 
companies, most brands operate their own Instagram pages (Appendix A). Some 
even run more than one Instagram page, through which brands can target segmented 
audience groups. For example, H&M has @hm and @hm_home. The brand 
exhibits apparel and fashion accessories on @hm, while exhibits household 
products on @ hm_home.  
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Surprisingly, not all top brands perform well on Instagram. To determine 
the brands’ performances on Instagram, the number of followers and posts are used 
as intuitive metrics. Generally, most brands in this top 50 valuable are open to 
Instagram. Four fifths of them attracted more than 50,000 followers in average. 
However, financial services perform comparatively poorly on Instagram than other 
companies in top 50 brand list. There are two financial companies in this top-50 
brand list, which are Wells Fargo and Visa. According to Appendix A, the Wells 
Fargo Instagram, @wellsfargo, averagely attracted 76 new followers each time it 
sent a new post. And the Visa Instagram, @visa_us, sent 1-2 posts per week and 
attracted 43 new followers per post. This two brands show much lower follower 
growths compared with other big brands in world top 50 brand list. In addition, 
both brands received single-digit comments for 90% of their posts, which is a sign 
of low interaction with users. Elements prevent financial institution from 
performing actively on Instagram may include “regulatory issues”, “reputational 
risks” and the concern about “too much time and effort for a ‘playground’ allegedly 
not to be taken seriously” (Kolesnikov-jessop, S., 2012).  
RQ2: What kinds of formats are Instagram ads using? How do ad-formats 
influence brand posts on engaging target audiences? 
Unlike TV ads are mainly videos being 30 or 60 seconds in length, 
Instagram advertising shows more diversified formats. Basically, Instagram is 
taking three formats when building advertisements for brands and marketers, image 
ads, video ads and carousel ads (Figure 3). Initially, images on Instagram were once 
only presented in proportion of 1:1. However, this proportion has been adjusted to 
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adapt to the actual size of uploaded pictures. Also, videos on Instagram were 
extended from 15 seconds to 30 seconds, but require payment. Carousel ads, newly 
launched in March 2015, allow advertisers to present multiple pictures and links in 
one ad. Users slide around the pictures to watch. Since the carousel ad has not been 
widely used in the above chosen brands, it will not be discussed. 
 
Figure 3 Screenshot for Carousel ads 
 
Source: Instagram for Business (March 5th, 2015) 
 
Before conducting content analyses, there is an assumption that videos 
perform better than images, due to its combination of voice, image, and music. 
Another suggestion is that more diversified ad formats attract more targeted 
audiences.  
Research proves that Instagram video advertisements do not engage many 
viewers as well as they were suggested. The performance of each type ad is 
showcased by the author in Chart 2. It can be seen that brands prefer to use image 
ads rather than video ads. Among the chosen Instagram pages, only Google and 
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Nike equally divide image and video in their posts. Google published 31 posts, 
among which 15 of them are videos. Nike has only 2 posts, one image and one 
video. The other brands post more images than videos on average. Some of them 
even have no video post, such as L’Oreal Paris and BMW.   
The performance of each type ad is measured through the number of 
comments and likes per post. “Like” is a type of metrics to show the viewers’ 
appreciation, while “Comment” tells the story of users’ expectations to converse 
with brands. Both of them serve as valuable insights into how ads perform on 
Instagram and how brands interact with users. Table 3 shows video ads have never 
gained as many likes as image ads. This to some degree reflects the fact that users 
prefer images better. As for comments per post, again, images receive more 
comments than videos. Only Coca-Cola and Disney’s video posts gain more 
comments than their image posts. According to the above analysis, it can be 
concluded that images generate more engagement than videos. Thus, the previous 
hypotheses are disproved.  
Except for Likes and Comments, there should have been more metrics in 
measuring the ad effectiveness. Nielsen proposed the standard measurement, 3R 
framework, which has been widely taken by more than 100 countries (Advertising 
and Audience Report, 2014). The 3R formula is consist of Reach, Resonance, and 
Reaction. Reach indicates to how many people have a chance to see the brand’s 
message (Advertising and Audience Report, 2014). Advertisers want to know about 
Reach because it is a fundamental question no matter on what kind of medium. 
Resonance indicates to the viewers’ altitudes and perceptions after watching certain 
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ads (Advertising and Audience Report, 2014), which is a signal of the brand lift. It 
can be reflected through impressions, likes and comments.  The last metrics 
Reaction indicates to viewers’ reaction and behaviors after watching ads 
(Advertising and Audience Report, 2014), which can be calculated through Return 
on Investment (ROI), Click-through Rate (CTR) and Cost per Mille (CPM) (See 
1.5 Definition of Terms). 
In Chart 2, the study only measured the different ad effectiveness between 
Instagram image ads and video ads in two dimensions: Reach and Resonance. It 
has been cited in the above paragraph that Reach is the total number of targeted 
audiences to which an advertisement exposes during a given period (Advertising 
and Audience Report, 2014). Chart 2 showcases that brands use image ads more 
frequently. Since the brands followers are comparatively constant, images ads are 
prone to expose to more followers than video ads. Chart 2 also shows a positive 
correlation between posting frequency and viewers’ engagement, since image posts, 
which were posted more frequently, garnered more likes and comments in average 
than video posts. One metrics has not been taken in this study is the Reaction of 
viewers. Further studies can look into the correlation between brand sales data and 
advertising cost to calculate the ROI, so that they can find the different ad 
effectiveness between image and video posts in calling for viewers’ behaviors in 
purchasing products. 
Another suggestion states that more diversified ad formats attract more 
targeted audiences. The research reveals the diversity does not determine the 
success of ads. Compared to videos, brands prefer image posts, which also gives 
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them the benefit of a lower cost and less time. Some brands like BMW post no 
video, but still get 114,044 likes, and 582 comments per image post, which is quite 
impressive. In other words, it is the ads’ creativity and design that attracts the 
audiences, not the ad format. Creativity and design will be analyzed in the following 
section, which examines the top posts (Appendix B) chosen from each brand 
account. 
 
Table 3 Performances of Each Type Ad of Brands 
Brands Post type # of Posts Likes per post 
Comments 
per post 
Google 
Video 15 13,999 134 
Images 16 16,496 178 
Coca-Cola 
Video 6 17,743 268 
Images 16 19,927 158 
McDonald's 
Video 4 15,978 307 
Images 20 20,050 487 
Disney 
Video 9 81,421 1,251 
Images 70 104,845 1,055 
Louis 
Vuitton 
Video 55 46,670 285 
Images 83 55,054 285 
BMW 
Video 0 0 0 
Images 183 114,044 582 
Nike 
Video 1 286,617 1,791 
Images 1 479,378 3,522 
H&M 
Video 27 88,619 352 
Images 132 118,026 458 
L’Oreal 
Paris 
Video 0 0 0 
Images 123 7,085 59 
IKEA 
Video 13 3,125 84 
Images 63 6,324 112 
 
The above analysis illustrates the diversity of ad formats is not the key to 
success in attracting audiences. Then, what is significant in attracting and engaging 
audiences? Content analysis about the top posts of each brand is conducted to 
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answer this question. Top posts are those getting most likes and comments between 
October 15th and December 15th, 2015, which screen shots can be found in 
Appendix C. Appendix B also shows the post formats, post dates, numbers of likes 
and comments, and captions of posts. Although the webs links and hashtags are not 
demonstrated directly in this table, they can be seen intuitively from the captions. 
The Nike Instagram account, @nike, has this top post (Appendix A) at 3:57 
pm on October 18th, 2015. This post was published at Union Square in San 
Francisco, engaging 495,023 likes and 4,610 comments. This post is about the Nike 
women’s half marathon held in San Francisco. Tags like @nikerunning and 
hashtags like #werunsf are used in Nike’s top post. The post is presented in an 
image taken from a bird view, which shows athletes gathering at the starting line 
before game starts.  The image preforms good on visual focus as the banner with 
“Nike Women” logo is placed in the center of the image.  
The Disney Instagram account, @disney, generated this top post (Appendix 
A) on October 16th, 2015, at the exact time of 12:53 pm. In this image post, a 
photographer recreated Disney cartoon Up in a picture with her father. Tags like 
@ohmydisney are used to lead viewers to read more about the full story. The visual 
focus is at the upper left, where a large bouquet of colorful balloons is floating just 
like those in the animation. There are 171,474 likes and 2,293 comments generated 
by the end of the research day. 
The McDonald’s Instagram, @mcdonalds, has this top post (Appendix A) 
at 11:04am, November 29th, 2015. From November 3rd, 2015, McDonald’s is 
teaming up with the National Football League for a football-focused peel-and-win 
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game, in which die-hard fans might support a different team to win prizes. This post 
is to call consumers to tag their team. Hashtag #Winning is being used in the post. 
And in the image, French fries and its box are used to make a football, which is 
quite amusing. This post finally gets 23,441 likes and 621 comments by the end of 
the research. 
The Coca-Cola Instagram, @cocacola, has this top post (Appendix A) at 
7:23 am, October 17th, 2015. This post is an image from a coca cola lover 
@skfranks, who was out at night jogging with a bottle of coke on the Brooklyn 
Bridge. @cocacola says in this post, “We’ve been around since 1886 but we still 
love a good night on the town” (Coca-Cola, 2015). The likes this image gains are 
24,856 and the comments 330. 
The H&M Instagram, @hm, has this top post (Appendix A) at 4:50am, 
December 11th, 2015, which gains 171,468 likes and 907 comments. This is an 
image post about the new season products. The hashtag #HM is being used in this 
post. The composition is symmetrical, and a filter is also used to make the image 
color look cozy. 
The Ikea Instagram account, @ikeausa, has this top post (Appendix A) at 
10:28am, November 9th, 2015, for which likes number is 11,851, and comments 
number is 240. This is also an image post, shared by an online user 
@Desireemsantana22 on IKEA Share Space, a web page where consumers can 
share their designs that are defined by IKEA products. Link for this web page and 
#IKEA hashtag are placed in the post to lead streaming to its official web. 
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The LV Instagram, @louisvuitton, posted this top image (Appendix A) at 
5:36am, November 28th 2015, which likes is 93,062, and comments number is 193. 
During the Christmas holiday season, LV recreated their store windows with a 
design of Digital Girl to echo the brand’s online promotion #LVTimeForGiving. 
By browsing through the gift selection, customers can make their own gift list. 
Hashtag #LouuisVuitton, tag @LVTimeForGiving and web link louisvuitton.com 
are attached in this post. 
The BMW Instagram, @bmw, has this top post (Appendix A) at 11:01 am, 
November 27th 2015. It is chosen as the top post by the end of research. The 
comments are 10,878, far beyond the averagely 3-digit comments. Although the 
99.5k likes is a flat performance, the comments are phenomenal. This image post 
is divided into nine patches, stating nine different designs of tires and asking which 
wheels would give the best look to their BMW cars? Hashtags like #bmw and 
#choice are used to hyperlink the reposts.  
The Google Instagram, @google, sent this top video post (Appendix A) at 
8:28 am, October 21st 2015. The likes are 22,607, and comments 420. This 15-
second video is to show respect for the classic movie Back to the Future, in which 
the model of a self-driving car is flying from 1985 to 2015.  Fans of Back to the 
Future can been seen to comment, repost and tag friends to engage in Google’s post.  
L’Oreal Paris, Instagram as @lorealparisusa, posted this top image post 
(Appendix A) at 5:41pm, December, 12th, 2015, acquiring 11,095 likes and 214 
comments.  This image post is one of #lorealholiday series, made by make-up artist 
Sarah Steller, with Instagram account@s_steller, which is tagged in this post.  
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Table 4 Feature Analyses of Top Posts 
Brands 
Amusi
ng or 
Creativ
e 
Format 
Interacti
on with 
viewers 
Filter Links Hashtag Tags 
Nike O Image O O X #werunsf @nikerunning 
BMW O Image O O X #choices #BMW 
X 
Disney O Image O O X  @ohmydisney 
H&M X Image X O X #HM X 
Louis 
Vuitton 
X Image X O louisvuitt
on.com 
#LouisVui
tton 
@LVTimeF
orGiving 
Coca-
Cola 
O Image O O X  @skfranks 
McDona
ld’s 
O Image O O X #Winning X 
Google O Video X O X X X 
Ikea 
X Image O O IKEA-
USA.co
m/shares
pace 
#IKEA @Desireems
antana22 
L’Oreal 
Paris 
O Image O O X X X 
 
The features of brands’ top posts are listed in table 4. “Amusing and 
Creativity” indicates to light-hearted and unique idea, story or prototype. To qualify 
the standard of “Amusing or Creative”, posts should generate a new story or idea, 
launch popular online or offline campaigns that entertained people, or publish 
original prototypes. It proves that most brands transmitting advertising messages in 
a way of “Amusing or Creative”. For example, Nike holds an annual women’s 
running marathon competition in San Francisco, CA, which acquired wide attention 
from audiences. In this image post, thousands of runners are ready to run at the 
starting line. Disney displays a real-person version of figures of the famous 
animation, UP. BMW’s top post is creative in a way that has never been used before. 
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Unlike other posts exposé pictures about newest and shiniest automobile models, 
BMW displays nine well-designed tires in this top image divided into nine patches, 
and ask followers to choose their favorite one. This online promotion receives 
10,878 feedbacks from followers, far beyond average 3-digit comments. 
“Engaging with Viewers” can be measured in two dimensions. First, it can 
be measured through brands’ online-offline competitions. Second, brands also 
repost user-generated images or videos on their Instagram timelines to increase 
intimacy with followers. From table 4, it can be revealed that top post from BMW, 
Nike, Disney, Coca-Cola, Ikea and L’Oreal Paris all engage with followers. Among 
these, BMW, Nike and McDonald have held online-offline campaigns to engage 
viewers. Disney, Coca-Cola, Ikea and L’Oreal Paris repost UGC from followers on 
the brands’ timelines.  
In the above posts, hashtags were frequently used in online campaigns to 
hyperlink posts with the same topic. Since Instagram’s searching engine can only 
search word being hashtagged or tagged (Instagram Help Center, n.d.), this will 
help to increase the discovery of brands and their posts. Tags would be used to link 
to the Instagram accounts of generators of UGC, which could help to increase the 
stickiness of followers and to encourage original content from them.  “Stickiness is 
anything about a Web site that encourages a visitor to stay longer” (Rouse, M., 
2005). An Instagram account is sticky only its visitors love to stay for a long time 
and prefer to return. Followers who are interested in the campaign might repost it, 
so that their followers sharing similar interest will have an opportunity to see the 
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brand’s campaign. In this process, brands will be able to achieve more targeted 
audiences.  
RQ3: How do brands use the four types of targeted advertising provided by 
Instagram? How frequently are they using each one? And how successful is each? 
According to the Instagram Business Report published in 2015, there are 
four ways to diffuse Instagram advertisements for brands and marketers: clicks to 
website, video views, mobile app installs, and mass awareness (Definitions are 
stated in 1.5 Definition of Terms). Figure 4 shows the four types of Instagram ads. 
From left to the right are mass awareness, video views, clicks the website, and app 
installs. 
 
Figure 4 Screen Shot of Four Type Instagram Ads 
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Chart 2: The Total Amount of Four Type Ads Provided by Instagram 
 
 
Chart 3: Average Likes of Each Type Post 
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Chart 4: Average Comments of Each Type Post 
 
 
According to Chart 3, mass awareness ads are mostly used by brands that 
occupy nearly three quarters of all advertisements between Oct. 15th and Dec. 15th 
in 2015. BMW, L’Oreal Paris and H&M combined contribute the most to mass 
awareness ad format with an impressive 74%. BMW sends 148 posts of mass 
awareness ads, ranking highest among all brands. L’Oreal Paris follows 
contributing 122 mass awareness posts, and H&M sends 110 mass awareness ads. 
The second favorable ad format is clicks-to-website ad, which has been 
posted 125 times.  Louis Vuitton, BMW, and H&M are the top 3 brands preferring 
to use clicks-to-website ad format. There are 59 posts of H&M Instagram ads taking 
the format of clicks-to-website, ranking it the highest in all brands. 
Charts 3 and 4 display the average amount of likes and comments each type 
ad garners between Oct. 15th and Dec. 15th in 2015. From the charts, it can be seen 
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that mass awareness ads garner most likes, 94,560, and 883 comments per post. 
Although there are only 4 app-install ads generated, this type gains the most 
comments with a number of 1,044 comments per post. This is quite remarkable. 
App-install ads are rarely used but quit effective in building the product awareness 
and engaging consumers. Google publishes 3 posts of app-install ads to 
demonstrate their new apps. Among all brands, Google uses this ad type the mostly, 
because of its great developing capability to create new apps.  
RQ4 & RQ5: How do the Instagram ads communicate with targeted 
audiences? How does Insatgram measure the ads’ performances? 
Text analyses of Top-used Hashtags and Most-mentioned Keywords in the 
comments are discussed to answer the above research questions.  
Hashtags are proposed in the pound sign (#) to tag topics. By simply 
clicking the hashtagged words, users are able to hyperlink the same hashtagged 
posts. From this sense, hashtags allow brands to monitor their campaigns and 
engage users that they would not be able to engage. Below is the chart showing top 
hashtags used in each brand’s Instagram account between October 15th and 
December 15th 2015. Hashtags name, description and total numbers are put in this 
chart.  
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Table 5 Top Hashtags Used in Each Brand’s Instagram Account 
Brands Top 3 Tags Description of Hashtags Purpose of Use NO. of Hashtags 
Nike 
#Bringyourgame It recalls the online users to 
reveal fun facts about top 
basketball players. 
Guide engagement 
around a specific 
topic 
483.1k 
#acg 
 
ACG means all conditions 
gear, which indicates to 
Nike’s new series of 
sportswear.  
Promote discovery 288.4k 
BMW 
#frontendfriday Guide audiences 
engagement around the 
topic Front End Friday 
Guide engagement 
around a specific 
topic 
165.9k 
#bmwrepost BMW recalls the audiences 
to post their shots of BMW 
with the tag of #bmwrepost 
Guide engagement 
around a specific 
topic/Promote 
discovery 
159k 
#losangeles Hyperlink brand’s posts 
around LA 
Promote discovery 152k 
H&M 
#hmdresstogive This is a photo sharing 
competition about their 
charitable good deeds to 
win Katy Perry’s fairy 
dress.  
Brand campaign 152.1k 
#hmholiday This is a welcoming 
Christmas hashtag 
categories the promotions 
during upcoming 
Christmas. 
Brand campaign 116.9k 
#hm Hyperlink brand’s posts 
into a category so that users 
are easier to search for. 
Promote discovery 100k 
Disney 
#starwars Hyperlink posts about Star 
Wars film. 
Promote discovery 115.7k 
#thegooddinasaur Hyperlink posts about The 
Good Dinasaur film. 
Promote discovery 82k 
#theforceawaken Hyperlink posts about Star 
Wars film. 
Promote discovery 66.1k 
Louis 
Vuitton 
#losangeles Hyperlink posts about the 
offline promotion held in 
LA. 
Promote discovery 78.6k 
#monogram Hyperlink posts talking 
about the monogram of 
LV. 
Promote discovery 73.2k 
#lvtimeforgiving The brand asks users to 
pick what they want for 
Christmas gift in official 
web. 
Brand campaign 52.2k 
Google 
#tourtuesday Call for the audiences to 
join a tour to Google office 
at Tuesday. 
Guide engagement 
around a specific 
topic 
29k 
#googleapp Hyperlink the posts around 
Google apps. 
 
Promote discovery 13.8k 
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#nationalcupcaked
ay 
Guide audiences 
engagement around the 
topic National Cupcake 
Day 
Guide engagement 
around a specific 
topic 
11.3k 
McDon
ald’s 
#alldaybreakfast Promote McDonald’s new 
season breakfast combo. 
Brand campaign 83k 
#winning Highlight a football-
focused peel-and-win 
game. 
Guide engagement 
around a specific 
topic 
24.1k 
#nationalsandwich
day 
Hyperlink the posts around 
national sandwich day. 
 
Guide engagement 
around a specific 
topic 
19.3k 
Cocacol
a 
#shareacoke Call for viewers to post 
their coke pictures online. 
 
Guide engagement 
around a specific 
topic 
20.9 k 
#redfriday Call for viewers to post 
images or videos around 
the theme red Friday. 
Guide engagement 
around a specific 
topic 
65.3k 
#mancrushmonday Hyperlink posts around 
Man Crush Monday, a 
homoerotic day. 
Guide engagement 
around a specific 
topic 
22.6k 
Ikea 
#organization A competition for users to 
post their layout of Ikea 
furniture and other items.  
Guide engagement 
around a specific 
topic 
10.3k 
#Ikeausa Hyperlink American users’ 
posts around Ikea. 
Promote discovery 10k 
#sustainablesunday Recall for users to generate 
posts about sustainable 
Sunday and energy saving 
Ikea products. 
Guide engagement 
around a specific 
topic 
8323 
L’Oreal 
Paris 
#paris Hyperlink posts about 
Paris. 
Promote discovery 9325 
#france Hyperlink posts about 
France. 
Promote discovery 9325 
#tgif #tgif means thank god it’s 
Friday. The brand shares a 
same emotion with 
followers and hyperlink all 
those posts together. 
Promote discovery 7910 
 
How do brands communicate with their targeted audiences through 
hashtags? According to the above chart, there are basically three ways: brand 
campaign, guide users’ engagement around a specific topic, and helping users to 
promote discovery. Generally, these purposes of use are interwoven, for example a 
hashtag used to make a brand campaign may also have used by audiences in their 
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comments or reposts. Audiences may also click on a specific hashtagged brand 
campaign to find a group of posts around that hashtagged word. This makes the 
hashtag classification complicated. Basically, the classification of hashtags is based 
on the main purpose for which the hashtag is used. For example, if a hashtag is 
mainly used to mark a specific new season product, it will be classified as brand 
campaign hashtag, even audiences are called to show their shots of that product. To 
better illustrate how brands communicate with audiences through hashtags, the 
analysis will be separated in three sections.  
The first purpose for brands to use hashtags is to spread posts around a 
specific campaign, in which hashtags will be organized in a way that is associated 
with brands. Then, brands are able to monitor the performance of a brand campaign. 
For example, #hmdresstogive is an online photo sharing competition together with 
Katy Perry to encourage charitable good deeds, which helps to build brand 
awareness of H&M. A hashtag like this one will also hyperlink posts about this 
online promotion, so that the brand is able to monitor the performance of this 
activity and see who are paying attention to their brand. 
The second way of using hashtags is to guide audiences’ engagement 
around a specific topic. Through this way, brands are able to engage audiences that 
they otherwise would not have engaged. For example, BMW’s #frontendfriday, 
McDonald’s #nationalsandwichday, Ikea’s #sustainablesunday are all hashtags to 
guide users’ engagement around certain topics. For users who are already followers, 
this kind of hashtags will help to increase stickiness between users and brands. 
While for users who not being followers yet, this kind of promotion will make 
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brands exposé to more targeted audiences through followers reposts. 
Third, brands use hashtags to promote discovery, in other words, increase 
the reach of targeted audiences. Since hashtags are searchable, users can find 
certain topics by clicking hashtagged words with that specific topic. For example, 
Nike #acg increases the possibility of reaching consumers who are interested in 
learning more about Nike’s All Conditions Gear sportswear. 
Lastly, this analysis has limitation, for the chosen samples are limited. 
Hashtags can be measured and compared to identify different trends, growth and 
disparities between brands and their competitors. Thus, it may be used for 
competitive analysis between brands. By conducting researches around hashtags, a 
marketer will be able to discover interests, attitudes, and demographics around 
those hashtags. This is a smart way to learn about brands’ targeted audiences and 
plan future hashtag campaigns.  
Measuring the Most-mentioned Keywords provides context for how users 
discuss brands. The Most-mentioned Keywords could reveal how audiences engage 
in conversation with brands, what they like most, and what motivates them. This 
kind of information is quite critical for measuring brand awareness or providing 
future strategies to target audiences.  
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Figure 5 Most-mentioned Keywords in Instagram Users’ Replies 
 
Figure 5 collects the Most-mentioned Keywords from followers’ replies on 
Instagram. The figure is made based on Appendix D, which lists the Most-
mentioned Keywords of ten brands between Oct. 15th and Dec. 15th 2015. The 
number of mentioned times, and percentages of those replies in total replies are also 
listed in Appendix D. From the figure, it is revealed that interacting messages 
between users and brands are quite diversified on Instagram. The size of circle is 
determined by the total times of keywords mentioned.  
The most popular keywords mentioned by followers are product items. 
Food, fashionable items, sports products, and makeup are mentioned most 
frequently. Instagram users are prone to share product experiences in comments. 
And their shares and comments may influence other consumers’ buying behaviors. 
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Sports celebrities and pop stars are also very popular in users’ comments. 
Sports celebrities are mentioned most by Nike’s followers. Based on this trend, 
Nike invited Kobe to endorse the new season products. Moreover, Katy Perry is 
popular in H&M followers, so that H&M teamed up with her to launch an online-
offline charity campaign to raise its brand awareness. 
In addition, it is said that Instagram users are mostly young people aging 
18-35 years old (Duggan, M., Ellison, N. B., Lampe, C., Lenhart, A., & Maden, M., 
2015). Figure 5 shows that users love to use Emojis to substitute for word languages. 
Emojis such as “smiling face with heart-shaped eyes” and “face with tears of joy” 
are frequently used in comments to replace language words love and big laughing.  
Classic digital slangs such as OMG are still being used, but have declined with the 
increasing use of Emojis. This idea is supported by Instagram research, noting that 
“a strongly negative correlation” exists between use of Emojis and use of Internet 
slang (Dimson, T., 2015). 
This analysis of Most-mentioned Keywords is meaningful to achieve an 
effect that brands can replicate in either Instagram ads or TV ads. This analysis 
reveals the keywords that are likely to be used by targeted audiences. To attract 
more targeted audiences and drive more engagement, brands should learn to 
communicate with audiences in this way. 
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CHAPTER FOUR: DISCUSSION AND CONCLUSION 
4.1 Introduction 
The traditional TV advertising is suffering from shrinking businesses, 
which contributes to the low ratings of TV programs and the developing technology 
of mobile devices. However, targeted advertising such as Instagram ads are 
attracting much attention from viewers.   
Based on the 5W model of communication, this research aimed to find the 
primary reasons why targeted advertisements are capable of attracting more 
targeted audiences than TV ads. At the same time, the features of Instagram 
advertising can help to enlighten TV advertisers, promote their advertising 
campaigns, and attract potential consumers. 
4.2 Discussion 
RQ1: Which media panel attracts more advertisers: Instagram or TV? 
In the traditional TV ads business model, small and medium businesses, as 
well as individual studios are usually shut out of national syndicated TV networks 
advertising. This leads to the crushing production and transmission advertising 
costs. The appearance of Instagram targeted advertising helps to break the barrier 
that prevents more players to be involved.  
In October, 2004, Chris Anderson, editor of Wired Magazine, proposed the 
concept Long Tail: “as long as the distribution channel is large enough, products in 
low demand or that have a low sales volume can collectively make up a market 
share that rivals or even exceeds the relatively few current bestsellers and 
blockbusters” (Quinion, M., 2005). This is a radical departure from the traditional 
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80-20 rule. Just as the way that long-tail theory functions, it is an advantage for 
Instagram to attract more advertisers, not only big brand, but also small and medium 
business as well as individual marketers. For decades, the advertising market is 
following 80–20 rule, which states as roughly 80% of the effects come from 20% 
of the causes (Newman, MEJ, 2004). Marketers used to believe that the 20% 
leading national advertisers hold 80% of the advertising market. However, with the 
occurrence of Internet advertising, the 80-20 rule is shaken.  
Unlike TV ads generating money from big brands and powerful 
corporations, Instagram complies with long-tail principle and explores values from 
the rest 80% long-tail market. By introducing different targeted advertising format, 
Instagram helps thousands of small and medium business and individual studio 
owner to engage potential consumers and increase sales. Instagram not only makes 
it easy for any company to pitch its products, but also provides every individual 
person the opportunity to be a producer, advertiser or influencer. 
As for the reference significance, TV ads should become digitalized and 
introducing more diversified advertisers. Based on the new business model of 
Instagram, the profit is no longer relying on the leading national advertisers, but 
used-to-be ignored small businesses. Since Instagram is more accessible to 
diversified advertisers, its earning capability is obvious. According to eMarketer, 
Instagram brought approximately $600 million in mobile ad revenues, and is 
predicted to garner $2.81 billion in 2017, which will surpass Google and Twitter. 
If the TV advertising market could be accessible to small-medium businesses, 
which consist 80% of the market, TV networks will make good money from them. 
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RQ2: What kind of formats are Instagram ads using? And what are the 
differences with those of traditional TV ads?  
According to the content analysis of Instagram video ads and image ads, 
there shows no obvious difference on each format ad’s performance to engage 
viewers. To be exact, video ads don’t perform as well as the suggestion. On the 
contrary, most brands prefer to send image ads rather than video ads, for the reason 
that image ads cost less money and time. The diversification of ad format is not the 
key reason to the success of advertising. In other words, it is the ads’ creativity and 
design that attracts the audiences, not the ad format.  
Based on the analysis of Table 4 talking about the features of top posts 
chosen from each brand Instagram page, successful advertisements depend on 
delivery of right message. As such, the reports look into the most engaging posts 
of each brand and find out what kind of message engages viewers the most. 
Generally, posts achieving the most engagement from viewers are possessing the 
below features: 
Amusing and Creative 
No matter Instagram ads or TV ads, due to the limitation of time, it is not 
capable to carry too much information. For example, on Instagram, brands can only 
publish 15-second videos or images; even sponsored video is no more than 30 
second. As thus, it is important to value every second, and demonstrates brands’ 
creativity, uniqueness and originality. 
Avoid Hard Sell 
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In advertising, hard sell usually indicates to advertising or campaign that 
directly and mandatorily transmits the sales message. The opposite way is soft sell. 
In the content analysis of brand campaign on Instagram, most ads of Nike, Google, 
BMW are telling the brands’ stories or interacting with their followers, which are 
using soft sell to communicate brand promise and achieve brand lift. 
Encourage User-generated Content 
There are more and more brands encouraging user-generated content like 
videos and images. Among the top posts of the chosen brands, there are reposted 
images from followers or fans of brands. Brands like Nike, McDonald’s, and BMW 
all launched campaigns to encourage users sharing their self-generated images and 
videos to win a final prize. Hashtags are prone to be used in this kind of campaigns 
to hyperlink all related posts and promote discovery of certain topics. Website links 
may also be attached in the Brands’ Instagram posts to direct viewer flow to their 
official webs in order to promote sales.  
TV ads should also try to fully mobilize the initiative of targeted audiences, 
since it is win-win activities for both brands and followers. For brands, this kind of 
promotion will help brands gather creative ideas and original prototypes, so that 
they can use the creative idea and prototypes for future advertising campaigns. For 
followers and potential consumers, they have a platform to show their own talent. 
And let alone, they can achieve rewards from the campaign. 
RQ3: How do brands use the four types of targeted advertising provided by 
Instagram? How frequently are they using each one? And how successful is each? 
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In general, the mass awareness format is the most favorable ad format on 
Instagram. The reason would be attributed to its prominent effect in informing 
potential customers about the upcoming products and services, and create brand 
awareness. Chart 3 and Chart 4 tell the average amount of likes and comments that 
each type of Instagram ads gain between Oct. 15th and Dec. 15th in 2015. From the 
charts, it can be seen that mass awareness ad attracts the most likes, which occupies 
34%, and also gains 26% of the comments.  
Looking into the brands’ accounts that are preferable to use clicks-to-
website format, industries like the apparel, luxury, automotive, and retail prefer to 
guide consumers to their official websites and affiliated websites. The linked 
external websites could help to exhibit the wide range of the brands’ products, and 
call actions of the consumers. The interactive influence and promotion effect of 
clicks to website format is also prominent. 32% of the likes originates from this 
type of advertisement. Besides, each post of clicks-to-website advertisement is 
capable to gains 863 comments among all these brands, which is remarkable.  
Another remarkable transmitting format of the Instagram advertisements is 
the app installs, which is rarely used but quite effective in building the product 
awareness and engage consumers. App-install ads are the type of ads that have 
valuable potentials. The average 1044 comments achieved by app-install ads are 
much higher than the other three type ads.  
When it refers to brands in relation with fashion industry like LV, and 
apparel brands like H&M, it is applicable to use video views to transmit their 
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advertisements. The reason is that by telling stories behind the brands and products, 
brands are able to build up a closer relationship with consumers. 
After reviewing the brands’ using of four type ads, it is discovered that the 
more refined ads become, the better marketing effect the brands achieve. From 
Appendix D, BMW and H&M engage the most followers, which are 5.3 million 
and 12 million. They both take more than three types of ads to refine target 
audiences and achieve different promotion objectives. However, by merely using 
one ad format, mass awareness, the marketing effect of L’Oreal Paris proves to be 
weaker, which only engages 701k followers.  
Compared with Instagram ads, TV has fewer formats in transmitting the 
advertisements.  For example, Instagram provides advertisers both image ads and 
video ads. However, TV ads can only be transmitted in video format. On the other 
hand, this could also be an opportunity to motivate television embrace the network. 
For example, the app installs and showing-web-links could be utilized in TV ads, 
which would transform the ratings into consuming directly. Through this way, the 
television would become more digitalized, and become more targeted to audiences. 
RQ4: How do the Instagram and TV ads communicate with their audiences? 
And what are the differences? 
Traditional media like television broadcast the messages to the mass 
audiences in a single direction. Compared with TV ads, Instagram ads lay more 
emphasis on targeting individual audiences. For advertisers of targeted ads, the 
audience system is consisting of millions of data reflecting the customers’ needs, 
online behaviors and buying habits. Advertisers don’t have to know who the 
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consumer is, and how he/she looks. By looking into what they are searching or 
following, and what they like or need, advertisers would be able to send the exact 
advertisements to them. Relying on the cookie tracking technology and Facebook’s 
user database, Instagram is able to achieve each individual audience and make one-
to-one communication.  
While, for traditional TV viewers, they have no choice but to tolerate the 
interruption of commercial breaks during programs. Viewers of TV ads are largely 
distributed in a wide geographic area. However, Instagram provide viewers 
freedom to choose to follow or not. Although it declines the total amount of 
audiences, it helps to make the potential viewers accurate. Once the online users 
follow the Instagram account of certain brand, it shows their interest in the products 
or services of a certain brand. The management of brands’ Instagram accounts is 
an efficient way to promote sales by strengthening the relationship between brands 
and potential consumers. Basically, there are four types of ways for Brands to 
engage with viewers on Instagram, which are Hashtags, Comments, Likes, and 
Tags.  
Hashtag is an efficient method to achieve the target audiences, and 
maximize the exposure rate, as well as extend marketing cycle time. Although there 
is no evidence showing that hashtags help to increase numbers of followers, 
hashtags do mean a lot to Instagram advertising transmitting. One reason is 
Instagram’s searching engine can only search words being hashtagged (#) or tagged 
(@) (Instagram Help Center, n.d.). If brands don’t use hashtags, then their 
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advertisement messages would be drowned in the massive information on 
Instagram.  
As for naming hashtags, it is better to apply with present popular trends, 
especially holiday themes. Holiday themes are widely used in the chosen brands, 
such as Coca-Cola, BMW, and Google. Holidays like Christmas, Valentines Day, 
and Thanksgiving have already become good opportunities for brands to interact 
with consumers and expand their marketing. Coca-Cola always keeps up with the 
pace of holidays and launch online campaigns to engage viewers. Here is the screen 
shot of Coca-Cola’s most recent holiday theme promotions on Instagram, which 
are generated on January 22th. 
 
TV ads also have the tradition to produce holiday-theme marketing 
campaigns. But few of them are really capable to reflect the accurate turnover rate 
between advertising promotions and the increment of sales. Instagram improves 
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this by using hashtags and web-links, as well as other metrics like comments and 
likes. It is significant for brands to use hashtags to fully mobilize the initiative of 
ad viewers and increase users’ intimacy with brands. It is also meaningful for 
brands to understand the viewers’ attitudes towards promotions through comment 
and likes, so that brands can make real-time adjustments.   
Another tip for TV advertisers to take as a reference is to cultivate the 
influencers of the community. For people who are using social media frequently, 
the word community is not hard to be understood. It generally indicates to a group 
of target audience sharing common interest, caring about similar topics, and 
interacting with each other online. People play as a core or key individual of this 
online community and influence over potential consumers can be called influencers. 
If brands or marketers feel nonplussed about their marketing strategies, it might be 
the right time to cooperate with influencers. Influencers sharing the same target 
audiences with brands may know potential buyers better. H&M set a very good 
example in this practice. To maximize their influence over young female groups 
ranging 13-21 years old, H&M teamed up with Katy Perry, who is sharing similar 
target audience with the brand, to launch a promotion #hmdresstogive. From the 
replies, it can be seen that more potential consumers are engaging because of Katy 
Perry. Working with active commenters and Internet celebrities can help to target 
more accurate group audiences and enlarge the brands’ influence. 
The marketers of targeted advertisements are able to communicate with 
each individual customer, and evaluate the advertising effects based on the 
feedbacks of the customers, which makes the targeted advertisements more 
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accurate and efficient. The one-to-one and one-to-many communication models are 
the major differences between targeted ads and TV ads. By analyzing targeted 
audiences’ consuming needs, searching behaviors and buying habits, advertisers 
are capable to produce ads that are both need fitting and content compelling.  
RQ5: How do Instagram and TV measure the ads’ effect? And what are the 
differences? 
In Lasswell’s model of communication, the effect pertains to the outcome of 
the communicating message (Steinburg, 2007). When it comes to advertising, the 
effect indicates how well advertisements accomplish the ad intents. And the intents 
include the increase of sales, the brand awareness, consumer perception and etc. To 
measure promotion effect of advertisements, both Instagram and television have to 
answer the following two questions: 
1. How well does the ad perform to reach target audiences? 
2. How well does the ad influence the target audiences’ attitudes, perceptions 
and behaviors? 
For decades, advertisers use Nielsen rating reports to answer the first questions 
about the reach of TV programs as well as advertisements. Nielsen’s weekly rating 
reports count viewers watching TV show live or on their DVRs the same day 
through midnight (Etkin, J., 2013). Until today, Nielsen report is still many 
advertisers’ indicator to place their money. Although the abovementioned 
traditional metrics are efficient in measuring coverage of viewers, Nielsen’s rating 
report can only be delivered three weeks after the commercials or episodes being 
aired (Etkin, J., 2013). This means it cannot include the slow but continuous rating 
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growth as time goes by. Also, Nielsen’s rating report doesn’t take online users’ 
interactive qualities into consideration. The rating is a one-dimensional metric in 
reflecting the performance of advertisements.  
Compared with TV rating metrics, Instagram’ metrics show more 
advantages. Because people demand information faster and faster, brands want 
ratings to be real-time. Instagram solves this problem by introducing hashtags. 
Brand campaigns marked with unique hashtags can be monitored in real time. 
Hashtags are attached in comments or captions of posts. Through counting the total 
volume of a certain campaigned hashtag, advertisers instantly know how viral a 
brand campaign is.  
To answer the second question how well does advertisements influence 
target audiences’ attitudes, perceptions and behaviors, Instagram use metrics such 
as comments, likes, reposts and clicking to the web links. Brands can get instant 
feedbacks from users through likes and comments, no matter positive or negative 
ones, that will help brands to adjust campaign strategies. What’s more, web links 
are added in the caption of post to direct viewers to brands’ official web, so that 
products and services are exposed to potential viewers, and brand will increase the 
conversion rate in call for buying actions. 
The advertisers and brands are eager to know more information of audiences, 
so that they can decide where to place their budget and how to present their ad 
messages. Instagram changes the way that advertisers measure ad performance. It 
is not only able to estimate the number of people having opportunity to an ad 
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message, but also provide instant audiences attitude, perception, and behaviors for 
advertisers to make strategy adjustment. 
4.3 Limitation 
Initially, the limitations of the study were expected to the size of brand 
samples, which only cover ten brands from different industries. An ideal content 
analysis study would have reviewed as many brands as possible to generate all 
features of Instagram ads. In addition, the time period for this content analysis is 
between Oct. 15th and Dec. 15th 2015. The research results might skew because Oct. 
15th to Dec. 15th is Christmas buying season.  
Another limitation of the study involves the collection of hashtags. For 
Most-used Hashtags, only the top three hashtags are chosen from each brand’s 
Instagram page. Although it can reflect what kind of hashtag resonates well with 
Instagram users, it is not broadly representative of the overall ways in which brands 
use hashtags.  
In addition, limitations also include reliability of Most-mentioned 
Keywords. For the author didn’t check the reliability of the coding when calculating 
the Most-mentioned Keywords. This increased the possibility of skewed research 
results.  
Last but not least, there are limitations about the metrics of ad effectiveness. 
Except for the metrics mentioned in this study, such as posting frequency, hashtags, 
likes, and comments, there should have been more in measuring the ad 
effectiveness. According to Nielsen’s 3R framework, the metrics can be divided 
into three standard levels: Reach, Resonance, and Reaction (Advertising and 
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Audience Report, 2014). This study only measured the different ad effectiveness in 
two dimensions: Reach and Resonance. Further studies can look into the ROI, CTR, 
and CPM to take a quantitative content analyses about brands’ ad campaigns on 
Instagram. 
4.4 Recommendations for Future Research 
Nielsen’s Facebook-commissioned study finds a positive correlation 
between brief views and brand lift. Even 0-3 seconds viewings can make 
“significant lift in ad recall, brand awareness and purchase intent” (Facebook for 
Business, 2015). Brief views are not reaches, because a post displays in a user’s 
stream doesn’t mean the user has seen it. The brief view plays an effective metric 
to show ad performances. Brief views should have been added as a metric to 
measure the performance of image and video ads. However, at this moment, there 
is no effective method for the researcher to calculate brief views. This is worth 
pursuing further. 
In addition, though this study acknowledges different ways of using 
hashtags, it is not comprehensive enough to analyze different hashtags’ 
performances in engaging audiences. Future studies can collect data about real-time 
progression of each brand’s Instagram followers. Thus, they will be able to discover 
the difference between using a hashtag and not using one. As well, they can make 
quantitative analyses about the interactive correlation between the use of hashtags 
and the increment of viewers.  
Facing the grim situation, TV ads aren’t sitting on their hands. In order to 
compete with Facebook and Instagram, NBC, Turner and others are introducing 
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new technologies such as cable set-top boxes to make their ads targeted and 
personalized. In the future, researchers could possibly make quantitative analyses 
about what advertisers have done to make TV ads targeted and how efficient their 
actions are.  
4.5 Conclusion 
According to the 5W communication model, there are five basic elements 
in the advertising communication process, which are Source, Information, Channel, 
Receiver, and Effect. The study is developed in the order of the above-mentioned 
elements. To make the advertising more targeted, Instagram works on each segment 
of the advertising transmitting process.  Each section will contribute to the 
development of more targeted TV ads.  
Firstly, TV networks should become more accessible to a long-tail market 
where small companies who make up the major strength. Instagram is more 
accessible to wider advertisers, which include not only big brands, but also small-
medium businesses, and individual studios. Secondly, TV ads should be more open 
to user-generated content, which will help make the advertising content amusing 
and creative, while, increasing the stickiness of viewers. Thirdly, the usage of 
diversified advertising formats is a clever method for Instagram to help brands 
make their ads targeted. Television should learn from this and provide advertisers 
more options to generate diversified advertising campaigns. Instagram provides 
four types of ad formats to fulfill the specific promotion demands of advertisers. 
For example, to build brand awareness and increase the exposure of new products, 
Instagram allows advertisers to publish mass-awareness ads, in which they can 
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publish images and videos about new products. To promote sales, Instagram 
permits advertisers to attach web links in posts. Moreover, TV ads should change 
broadcasting to audiences in a single way and begin to communicate with audiences 
in a more personalized way. This will make their communication more efficient. 
For example, television networks can team up with social media or other digital 
panels to listen to audiences’ feedbacks in real time and make adjustment on their 
promoting strategies. This solves time lag problem of Nielsen rating report. Lastly, 
traditional TV viewers have no choice but to tolerate the interruption of commercial 
breaks during programs. Viewers of TV ads are largely distributed in a wide 
geographic area. However, Instagram makes brands target accurately to brand 
lovers. People who spontaneously follow the brand on Instagram are prone to love 
information about the brand and remain loyal consumers.  
Instagram is not only changing the way people watch advertising, it is also 
changing the transmitting process of advertising. Television advertisers must look 
into this popular platform and discover the reasons that make it popular. Hopefully, 
by using the tried-and-true tactics, brands can make successful campaigns on both 
Instagram and TV channels.  
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APPENDIX A: DISTRIBUTION OF INDUSTRIES OF WORLD TOP 50 
BRANDS (Forbes, 2015) 
 
 
 
Rank Brands Followers Total posts 
Average 
engagement 
per post 
Industry 
1 Apple 855K 240 3,563 Technology 
2 Microsoft 321K 213 1,507 Technology 
3 Google 1.1m 200 5,500 Technology 
4 Coca-Cola 1m 479 2,088 Beverages 
5 IBM 56.7k 337 168 Technology 
6 McDonald's 1.1m 290 3,793 Restaurants 
7 Samsung 104k 285 365 Technology 
8 Toyota 326k 1221 267 Automotive 
9 General Electric 
207k 
 
634 
 
326 
 Diversified 
10 Facebook 1.4m 291 4,811 Technology 
11 Disney 3.9m 946 4,123 Leisure 
12 AT&T 57.4 864 66 Telecom 
13 Amazon 342k 752 455 Technology 
14 Louis Vuitton 77.4k  
333 
 
232 
 Luxury 
15 Cisco 53.5k 558 96 Technology 
16 BMW 5.3m 2,237 2,369 Automotive 
17 Oracle 41.2k 431 96 Technology 
18 Nike 33.3m 807 40,892 Apparel 
19 Intel 339k 765 443 Technology 
20 Wal-Mart 248k 778 319 Retail 
21 Verizon 49k 237 208 Telecom 
22 American Express 
109k 
 
980 
 
111 
 Financial Services 
23 Honda 574k 846 678 Automotive 
24 Mercedes-Benz 
4.2m 
 
5,660 
 
742 
 Automotive 
25 Budweiser 111k 492 226 Alcohol 
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26 Gillette 307k 1,653 186 Consumer Packaged Goods 
27 Marlboro - - - Tobacco 
28 SAP 3,401 116 29 Technology 
29 Pepsi 359k 309 1,162 Beverages 
30 Visa 7,023 162 43 Financial Services 
31 Nescafe 23.8k  
330 
 
72 
 Beverages 
32 ESPN 3.9m 2,273 1,716 Media 
33 H&M 12m 1,959 6,126 Retail 
34 L’Oreal 701k  
1,315 
 
533 
 
Consumer 
Packaged Goods 
35 HP 247k 530 466 Technology 
36 HSBC - - - Financial Services 
37 Home Depot 157k  
1,112 
 
141 
 Retail 
38 Frito-Lay 4,023 162 25 Consumer Packaged Goods 
39 Audi 3.3m 1,325 2,490 Automotive 
40 UPS 18.2k 192 95 Transportation 
41 Ford 902k 1,027 878 Automotive 
42 Gucci 6.9m 1,312 5259 Luxury 
43 Nestle 34.4k  563 61 
Consumer 
Packaged Goods 
44 Accenture 6,253 218 29 Business Services 
45 Ikea 541k 1,020 530 Retail 
46 Siemens - - - Diversified 
47 Wells Fargo 9,182  
121 
 
76 
 Financial Services 
48 FOX 139k 854 163 Media 
49 Pampers 66.3k  
660 
 
100 
 
Consumer 
Packaged Goods 
50 EBay 157k 681 231 Technology 
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APPENDIX B: TOP POSTS ANALYSES 
 
Brands Captions of Top Posts Post Time Post Format Likes 
Com
ments 
Nike 
The steps to the starting line will 
take you further than the finish. 
⠀⠀⠀ ⠀ Catch 
up @nikerunning. #werunsf 
 
10/18/2015 
3:57pm Image 495,023 4610 
BMW 
Bmw #choices Which wheel do 
you think would look best on 
your #BMW? 
 
11/27/2015 
11:01am Image 99,509 10,878 
Disney 
Disney Photographer recreates Up 
with her father and — 
SQUIRREL! Read the full story 
on @ohmydisney. � 
 
10/26/2015 
12:53pm Image 171,474 2293 
H&M 
Lay the foundation for 
unforgettable holiday style with 
#HM's seasonal palette o 
 
12/11/2015 
4:50am Image 171,468 907 
Louis 
Vuitton 
This holiday season, the 
#LouisVuitton Digital Girl is on 
display in store windows around 
the world. Check out 
@LVTimeForGiving for a 
preview of the holiday gift 
selection available on 
louisvuitton.com 
 
11/28/2015 
5:36am Image 93,062 193 
Coca-
Cola 
We’ve been around since 1886 but 
we still love a good night on the 
town. [Thanks for the photo, 
@skfranks!] 
 
10/17/2015 
7:23am 
Image 
 
24,856 
 
330 
 
McDonal
d's 
#Winning starts right now. Tag 
your team! 
11/29/2015 
11:04am Image 
23,441 
 
621 
 
Google Great Scott! 10/21/2015 8:28 am 
Video 
 
22,607 
 
420 
 
IKEA 
Love this space shared by 
Desireemsantana22 on IKEA 
Share Space! Show us your 
#IKEA rooms here: IKEA-
USA.com/sharespace 
 
11/09/2015 
10:28am Image 11,851 240 
L’Oreal 
Paris 
The perfect holiday lips �� 
Featuring Infallible Pro-Last Lip 
Color in Incessant 
 
12/12/2015 
5:41pm Image 
11,095 
 
214 
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APPENDIX C: SCREEN SHOTS OF TOP POST FROM BRANDS’ 
INSTAGRAM PAGES  
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APPENDIX D: MOST-MENTIONED KEYWORDS IN USERS’ 
COMMENTS 
Brands Top 3 keywords in comments 
Mentions of 
keywords in 
comments 
Percentage of key 
word comments in 
total comments 
Nike 
Nike 18 6% 
Yeezy 16 5% 
Guys 5 2% 
Jumped 5 2% 
Kobe 4 1% 
BMW 
BMW 1,065 4% 
 716 3% 
Car 712 3% 
 277 1% 
 249 1% 
H&M 
 674 3% 
 288 1% 
OMG 234 1% 
Dress 188 1% 
 188 1% 
Disney 
Disney 376 3% 
Cute 321 3% 
OMG 236 2% 
 217 2% 
Movie 174 2% 
Louis Vuitton 
 552 3% 
LV 234 1% 
Beautiful 221 1% 
OMG 183 1% 
 177 1% 
Google 
Google 279 8% 
Android 77 2% 
Blue 50 1% 
Apple 49 1% 
Black 41 1% 
McDonald’s 
McDonalds 181 5% 
Food 114 3% 
Sponsor 89 3% 
Fries 69 2% 
Eat 54 2% 
Coca-Cola 
Coke 151 5% 
Cola 106 4% 
Coca 99 3% 
Drone 88 3% 
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Coca cola 85 3% 
Ikea 
Ikea 195 3% 
 165 2% 
Bed 143 2% 
Room 136 2% 
Kitchen 87 1% 
L’Oreal Paris 
 230 4% 
Foundation 130 2% 
Beautiful 117 2% 
#loreal 115 2% 
#beauty 112 2% 
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APPENDIX E: CODING INSTRUCTIONS  
Coding Instructions for Calculation of Most-mentioned Keywords  
Directions: 
Please choose as many mentioned words from comments under the ten brands’ 
Instagram accounts (Google, Disney, Coca-Cola, McDonald’s, Louis Vuitton, 
BMW, Nike, H&M, L’Oreal Paris, and Ikea). Words having no important 
significance should be bypassed. Please see Appendix F for the most common 
words that should be ignored in text mining. 
Reference Steps: 
o Use Python to fetch the URL package from Instagram.com individually 
brand by brand. 
o Take out words with no important significance, such as prepositions, 
pronouns and articles. Take Appendix F: The most common words as a 
reference.  
o Estimate the appearance of each word, and sort them by appearing 
frequency. 
o Choose five words with the highest frequency as Top 5 Most-mentioned 
Keywords. 
o Keywords from other brands’ Instagram pages will be fetched following the 
above steps. 
Postscript: 
o Use the website (http://emoji.codes/) for the coding of emoji words. This 
website provides a simple searchable emoji sheet.  
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o Official and convincing documents are all accepted for the elimination of 
most common words without significance. This is a possible reference. 
      http://blogs.iit.edu/iit_web/files/2013/04/stop_words_list.pdf.  
 
 
